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ABSTRACT
Sociability and Survivor 
by
Shelley Elizabeth Wilkerson
Dr. Paul Traudt, Examination Committee Chair 
Associate Professor o f Mass Communication 
University o f Nevada, Las Vegas
Reality television, and the program Survivor in particular, have quickly become a 
powerful social force in Europe and America. The author explored the possibility that 
Survivor audience members use and obtain gratifications from the program that increases, 
or enhances, their sociability. Uses and Gratifications Media Theory was used to 
determine why reality programs in general are watched.
Results indicated that some viewers may use the program Survivor as a social tool, 
but these viewers were not necessarily non-social to begin with. Results also indicated 
that the reasons why viewers choose to watch reality programming are surprisingly 
similar across the genre.
in
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CHAPTER 1 
INTRODUCTION
Television is a powerful social force, and reality programming has quickly become 
popular and controversial. Americans seem to be fascinated with reality television and 
reality games in particular. In the fourth week of the 2004-05 network prime-time series 
ratings in the United States, nine out of the top twenty shows were reality based (Top 20, 
2004). One o f the most popular shows since its inception has been Survivor. An estimated 
20.1 million viewers watched the third episode of the 2004-05 season (Bauder, 2004).
Rieder (2000), editor o f American Journalism Review, stated about Survivor that 
when “an entire nation is riveted by such a spectacle, no matter how silly, that tells you 
something important about our society” (p. 6). Survivor created instant news with its first 
season. During the month of August, 2000, ninety-seven segments regarding reality 
television were shown on television newsmagazines, the majority o f them about Survivor 
(Rieder, 2000, p. 6). There are also several websites featuring reality television and 
Survivor: realitynewsonline.com, survivomews.net, survivorblows.com, and 
realitytvworld.com, to name a few. Even ordinary news websites regularly feature stories 
about Survivor. Two elements that have prompted this research are the sudden rise in 
reality based television programming, and the success in particular o f Survivor.
Survivor is a reality game/adventure/drama program. In this program, participants are 
placed on two competing teams. The teams are dropped off in a remote area or deserted
1
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island and have to live off the land. Competitions between the two teams are held 
regularly, and the wirming team collects a prize that makes life a little easier in their 
situation, such as a fishing pole or pillows. The teams, however, must compete as 
individuals as well as with the opposing team. Each person has to periodically vote for 
one o f their own team members to be removed from the location, and that team member 
is then out o f the game. The last individual to survive wins a million dollars. Predictions 
regarding which team members will be ousted are speculated about in the press and on 
the fntemet.
This study was conducted during the ninth season of Survivor, Survivor: Vanautu. 
Vanautu ranked among the top ten programs in viewers, as have the previous eight 
editions. It averaged 19.65 million viewers per episode, mostly in adults ages 18-49. 
Survivor has been the recipient of The People’s Choice Award for Best Reality-Based 
Program for four consecutive years, and won an Emmy in 2001 for Outstanding Non- 
Fiction Programming.
Significance and Purpose of the Study
The purpose of this research was twofold; first, to determine the basic motivations for 
watching reality programming. The second purpose of the study was to determine the 
relationship between individuals who frequently watch Survivor and their level of social 
interaction. My informal personal observation revealed that individuals who rarely 
interact with others increased their level o f interaction after becoming viewers of 
Survivor. If this observation was supported by the research, it would appear that the 
program may have acted in some way to increase social activity.
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Survivor has experienced several seasons o f extraordinary viewing rates, and there are 
several unique aspects to the program. No empirical evidence is known that explains 
why Survivor is so popular, and whether it has any bearing on aspects of sociability, 
though several researchers have speculated about these connections (Kilbom, 1994, 
Sardar, 2000, Calvert, 2000, Jagodozinski, 2003). There is also very little data which 
suggest why viewers are motivated to watch the program and whether those expectations 
o f motivations are met.
Understanding the links between reality television and sociability factors will further 
knowledge in at least three fields -  psychology, sociology, and communication. Research 
into uses and gratifications of the television medium will be enhanced by this study. 
Reality television is an exploding phenomenon and it is important to understand why 
people watch it and what they get out of it. If reality television can increase sociability, 
or is used as a tool for those lacking in social skills, this would mean that reality 
programming is directly influencing how people think and behave in a positive manner. 
Finn (1997) speculated that television may be a factor in helping people establish their 
social identity, but the research done to date regarding television and social factors is 
focused on the use o f television to fulfill social deficits. This study may help to further 
the idea that television can be used for both.
The next section addresses the key terms that are used in this study: “reality 
television,” “uses and gratifications,” and “sociability.”
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Overview and Definition of Terms 
Realitv Television
Kilborn (1994) defined reality television as “the recording . . .  of events in the lives of 
individuals or groups, the attempt to simulate such real-life events through various forms 
o f dramatized reconstruction, and the incorporation o f this material, in suitably edited 
form, into an attractively packaged television programme which can be promoted on the 
strength of its ‘reality’ credentials” (p. 423).
Traudt (2004) defined the reality genre as an uncharacteristic mix compared to other 
genres because of low production costs, aesthetics, and narratives used. He divided 
reality programming into the following sub-genres: reality crimes shows such as Cops-, 
local news programs and news magazines such as 60 Minutes; group living/social 
conflicts such as Real World', and hour-long reality adventures such as Survivor.
There are several formats of reality television, and the most popular this season 
(2004-05) is The Apprentice, a program where contestants win the right to an executive 
position (Top 20, 2004). Other popular reality shows feature makeovers for contestants, 
or place the contestants in an environment to test their commitment to a relationship.
What all of these programs have in common is that the actors and actresses are “real,” i.e. 
not trained in the field o f acting, there is no detailed script, and the participants are 
constantly surveilled by the camera. The production crew cuts a large amount o f the 
footage, leaving the most dramatic and revealing, which has raised the question of how 
“real” reality television is. For the purpose of this study, reality television will be defined 
as any program which records the lives of individuals or groups, is promoted as a reality 
program, and cannot be classified as a sporting event or documentary.
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The next section addresses the term “uses and gratifications” when referring to media 
consumption. Specific research detailing uses and gratifications is outlined in chapter 2.
Uses and Gratifications of Television Viewing 
Uses and gratifications media theory is based on theories o f motivation. A person may 
use television, and/or a particular television program for a certain reason, intentionally or 
not (i.e. as a social tool, to stave off loneliness, or for a myriad o f other reasons). A 
person may also receive gratification from watching television, and/or from watching a 
particular program or a particular type o f program. Uses and gratifications media theory 
assumes the following: audiences of mass media are active; media use is frequently, but 
not always, goal directed and competing with other sources of gratification; media can fill 
a wide range of gratifications; and media characteristics as well as the characteristics of 
the audience and the social situation will influence needs met (Rubin, 1981, Bantz, 1982, 
Palmgreen, Wenner, & Rosengren, 1985).
Early research in uses and gratifications was hampered by the focus of most 
researchers on media effects, as well as the lack of explicit theoretical assumptions 
regarding gratifications (Palmgreen, et ah, 1985, pp. 12-13). Gratifications were 
gradually refined into descriptive studies with complete operational definitions of social 
and psychological typologies which were presumed to explain patterns of media 
consumption (Palmgreen, et al., 1985, p. 13).
This study sought to determine what motivated people to watch reality programming, 
the Survivor program in particular, by using the theory of uses and gratifications. In 
addition, this study sought to determine if  Survivor viewers used the program because 
they are shy or lonely, and if  gratifications received by these viewers included increased
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sociability. Terms of sociability are outlined in the next section, and explained in detail 
in chapter 2.
Terms o f Sociability
Sociability is the desire for interaction with other individuals and is influenced by 
several variables. Individuals who rarely interact with others may do so for a variety o f 
reasons. They may be shy, socially isolated, lonely, or even depressed. Social isolation, 
loneliness, and shyness, are perceived by scientists to be traits of those who have not 
reached self-actualization, according to Maslow’s theory of motivation (1954).
In 1981, Cheek and Buss investigated the link between shyness and sociability. 
Sociability was defined as the “preference for affiliation or need to be with people, and 
shyness is the discomfort and inhibition that may occur in the presence of others” (p. 
330). The researchers found that shyness and sociability are linked character traits, but 
that both affected people’s behavior in social situations independently, affirming their 
belief that low sociability is more than just shyness (p. 336).
Social isolation is defined as “knowing relatively few people who are probable 
sources of rewarding exchanges” such as those relied on to engage in social activities, 
give advice, and discuss personal worries (Peplau & Perlman, 1982, pp. 22-23). Social 
isolation is determined by the networks of people that one depends on for various 
support, yet there is little empirical evidence to suggest how large such a network should 
be.
Fischer and Phillips (1982) found a difference in social isolation and emotional 
isolation (i.e., one may have people with whom to socialize but may still feel isolated if 
one does not have people with whom to discuss major decisions and problems) (p. 23).
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Fischer and Phillips also found that adults who live alone are not more isolated than 
adults who live with others, and adults who are new to a city were more isolated than 
others, but only in the first year of residence (p. 27).
Another trait linked with sociability is loneliness. Loneliness is affected by actual 
social relations -  the loss of or less than optimal relationships, physical separations from 
friends and family, and changes in a person’s needs and desires for relationships (Peplau 
& Perlman, 1982, pp. 8-9). Canary and Spitzberg (1993) defined loneliness as a negative 
psychological state of the “discrepancy between desired and obtained relational 
interaction, support, and intimacy” (p. 800). These researchers separated the situationally 
lonely from the chronically lonely. Situational loneliness was defined as a short-term 
deficit caused by a specific situation, and chronic loneliness was defined as loneliness 
experienced for a long period of time.
Loneliness is always perceived as unpleasant and distressing (Peplau & Perlman, 
1982, p. 3). It is this perception that separates loneliness and sociability, as it is possible 
for a person to be socially isolated and not feel lonely, and equally possible for a person 
to feel lonely within a social setting. Thus, loneliness and sociability overlap, but are not 
the same.
This study collected data about uses and gratifications of reality programming, and 
encompassed the factors of sociability, shyness, and loneliness. Shyness was defined as 
the “discomfort and inhibition that may occur in the presence of others” (Cheek & Buss, 
1981, p. 330). Sociability was defined as the “preference for affiliation or need to be with 
people” (p. 330). Lastly, loneliness was defined as a negative psychological state of the 
“discrepancy between desired and obtained relational interaction, support, and intimacy”
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(Canary & Spitzberg, 1993, p. 800). Chronic loneliness was separated from situational 
loneliness as explained in the methods section of chapter 3.
The terms discussed above are examined further in the next chapter with 
accompanying research. Chapter 2 presents a literature review of uses and gratifications 
theory, sociability factors, and research that links the two. A literature review of reality 
programming is also presented. Chapter 3 discusses the hypotheses and methodology 
employed. Chapter 4 offers the results of the study. Chapter 5, finally, concludes the 
discussion of results, findings, and implications of the study in future research.
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CHAPTER 2
LITERATURE REVIEW 
The literature review in this chapter expands on the terms listed in chapter 1.
Research regarding the theory of media uses and gratifications and sociability factors are 
reviewed, followed by a review of literature which explains the study of reality television 
programming. The summary shows the links between and among the three areas of 
review.
Uses and Gratifications 
As stated in chapter 1, Uses and Gratifications Media Theory assumes an active and 
goal-directed audience (Palmgreen, et. al., 1985, p. 14). Early studies by Greenberg 
(1974) and Rubin (1983) assumed that audiences used media for “learning, habit, arousal, 
companionship, relaxation, escape, and passing time” (Blumler, 1985, p. 50).
Researchers have since created typologies of viewer traits and tested their 
interrelationship with media uses. Donahew, Palmgreen, and Rayburn (1987), for 
example, divided traits into four lifestyle types: the disengaged homemaker, the outgoing 
activist, the restrained activist, and the working class climber. Motivation variables of 
media use for entertainment and passing the time were most important for working class 
climbers, and companionship was the most important for disengaged homemakers (pp. 
266-267).
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Rubin (1985) found that the typologies created by researchers can change depending 
on the communication and social context of the audience member (p. 199). For example, 
he found that contextual age, based on a respondent’s economic security, life satisfaction, 
and independence, explained communication use better than chronological age (p. 204).
Zillman (1985) proposed the theory of mood management, leading to examination of 
the relationship between media content, such as specific television programs, and 
motivations. Mood management theory proposed that subjects choose to watch 
programming that replaces negative moods with positive moods (p. 229). Zillman found 
that people spontaneously chose television programming to alleviate whatever mood they 
were experiencing. For example, stressed subjects were more likely to view relaxing 
programming, and bored subjects were more likely to view exciting programs (p. 229).
Based on Zillman’s theory, Anderson, Collins, Schmitt, and Jacobitz (1996) found 
that stressful life events made women more likely to engage in addictive television 
viewing, and that women also felt more guilt about watching television than other 
viewers (p. 248). Anderson, et al. (1996) also found that all adults changed their 
selection of programming due to stressful life events. When under stress, men were less 
likely to view violence/action/horror, and women were less likely to view news and 
documentary programming (pp. 252-253). Men who were stressed paid greater attention 
to television than men who were not stressed, but this did not hold true for women (p. 
256).
Media content selection and use has been found to be related to many other variables 
such as age, income, education, family background, intelligence, activity, mental ability, 
stressful experiences, lifestyle characteristics, and social class (Rubin, 1985, pp. 197, 199, 
202). Rubin’s initial research found relationships between gratifications sought from
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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television and types o f programming, such as positive correlations between sports 
programs and arousal needs, and negative correlations between news programs and the 
motivation o f passing time (1981, pp. 153-154).
Bantz (1982) compared the uses o f television to the uses o f favorite program types.
He stated “by studying a medium and not controlling for content, (or studying content 
and not controlling for the medium) we do not know whether the pattern o f uses found is 
a consequence o f the medium, its content, or their interaction” (p. 354). However, his 
research showed nearly no difference reported between the reasons his subjects chose to 
use television or chose to watch their favorite program (pp. 362, 376). Unfortunately, 
Bantz did not have his research subjects list their favorite programs or genres. Bantz 
stated “a prudent interpretation o f these findings is that there is not a clear differentiation 
of medium-specific and program-type-specific uses, which demonstrates that respondents 
do not easily make the differentiations uses and gratifications researchers expect of them” 
(p. 377).
Other cognitive theories have led researchers to propose different psychological 
predictors o f television viewing motivations. Conway and Rubin (1991) tested 
motivations based on McGuire’s (1974) theoretical paradigm of cognitive theories. Their 
predictors were authoritarianism, attributional complexity, sensation seeking, external 
locus o f control, anxiety, creativity, high levels o f parasocial interaction, and 
assertiveness (p. 457). These were based on, respectively: 1) Consistency Theory, which 
stresses the need for people to seek balances in their lives “among cognitions, 
perceptions, attitudes, or beliefs;” 2) Hermeneutic Theory, or the need to provide 
meaning for occurrences in one’s life; 3) Stimulation Theory, that emphasizes a need to 
reach an optimal level o f stimulation; 4) Autonomy Theory, which states that as people
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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mature they need to develop identities and take control of their lives; 5) Tension- 
Reduction Theory, which states that people seek to reduce tension and achieve stability;
6) Expression Theory, that postulates that gratification is achieved by self-expression; 7) 
Attraction Theory, that presumes people seek human contact and need affection and 
acceptance; and 8) Assertion Theory, that says people are competitive and seek to 
achieve goals and power (pp. 445-449).
The findings supported the researcher’s expectations that media uses and 
gratifications could be partially explained by these psychological factors. Parasocial 
interactions were the largest predictor o f television use, and parasocial interaction and 
affinity were the largest predictors o f the motives of entertainment and relaxation 
(Conway & Rubin, 1991, p. 458). Conway and Rubin explained:
As in interpersonal friendships, viewers should feel comfortable vrith media 
personalities with whom they have developed a one-sided relationship over time. 
Based on attraction theory, people would feel less stress in relationships in which 
they sense acceptance and affection. This sense o f parasocial comfort should 
allow greater pleasure or program enjoyment. (1991, p. 458)
Palmgreen and Rayburn (1985) linked uses and gratifications theory with 
expectancy-value theory. This theory stated that “the perceived probability that an 
object possesses a particular attribute or that a behavior will have a particular 
consequence . . .  will affect the evaluation of that attribute or behavioral outcome” (p. 
62). Based on this theory, these researchers differentiated between gratifications 
sought and gratifications obtained. This model implied that a belief about whether 
gratification would be obtained would determine whether the media was used for this 
motive (pp. 63-64).
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Although the present research does not propose to determine which cognitive 
processes are at work when viewers choose to watch Survivor, it is clear that these 
processes help determine motivations for viewing and gratifications received. This 
research does propose to identify gratifications sought and obtained from Survivor 
viewers, and the interrelationship between the identified motivations and factors of 
sociability. The next section addresses the factors to be included for determining this 
relationship.
Sociability
Sociability is a character trait that overlaps with loneliness and shyness, as explained 
in chapter 1, and are therefore the three character traits studied in this research. Shyness 
relates to loneliness, but the variables are not synonymous. Many people who have the 
personal characteristic o f shyness are not lonely, nor are they socially isolated (Peplau & 
Perlman, 1982, p. 75). In 1977 it was hypothesized that shyness was a learned pattern of 
behavior from watching television, however, this hypothesis was never tested (Peplau & 
Perlman, 1982, p. 175). Joiner (1997) found that shy subjects who had low social support 
were more likely to experience symptoms o f depression, but this was mediated by their 
perceptions o f loneliness (p. 391).
Several studies have examined this relationship, but the subject is by no means 
exhausted. Joiner (1997) found that loneliness and social isolation variables played very 
different roles in assessing whether shy subjects would experience symptoms of 
depression (p. 392). Samter (1992) found that lonely college students who were socially 
isolated tended to choose friends who were also lonely and rejected, and “moreover, these 
ties appear to be organized around conceptualizations of friendship and communication
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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that depart from the norm” (p. 236). In turn, these ties may promote chronic loneliness, 
instead o f relational satisfaction.
One study by Bell and Gonzalez (1988) criticized the conjoint use o f loneliness and 
social provisions scales used in most loneliness studies (pp. 3-4). They stated that it was 
illogical to “predict loneliness with the same relational support deficits used to 
operationalize it” (p. 12). However, they found that even when item overlap measures 
were taken, social deficits were highly predictive o f the experience of loneliness (p. 11). 
There are six predictors in the social provision scale: attachment, guidance, opportunities 
for nurturance, reassurance o f worth, reliable alliance, and social integration (p. 7). Most 
of the research done thus far has been on college students, and there is little 
understanding o f how these variables may change with age and circumstances (p. 11).
Loneliness can be a “driving force that motivates people to initiate social interaction 
despite the anxiety such interactions may hold for them” (Peplau & Perlman, 1982, p.
11). Loneliness, however, can also decrease motivations for both social and non-social 
interactions due to apathy. This is hypothesized to happen when loneliness leads to 
depression, when it lasts for a long period of time, or when a person perceives that they 
have no way to alleviate loneliness (Peplau & Perlman, 1982, p. 11). Those who attribute 
their loneliness to temporary factors of their current situation, such as first year college 
students, may feel hopeful about changing their state of loneliness, as compared to those 
who believe their loneliness is based on aspects o f their own personality, such as shyness 
(Peplau & Perlman, 1982, p. 12). However, Segrin (1996) found that a deficit in social 
skills, whether perceived by the subject or observed by a rater, had no bearing on whether 
or not the subjects were lonely (pp. 437-440).
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Previous research regarding the relationship o f media use and gratifications theory 
and sociability factors will be presented in the next section.
Sociability Variables and Gratifications
Blumler (1985) argued for inclusion of social identity variables in uses and 
gratifications research, and stated that researchers relied too heavily on the early variables 
created by researchers (p. 50). Rubin (1983) examined the motivation of “social 
interaction,” but this only included the use o f television as something to do with friends 
and family, and something to talk about (Blumler, 1985, p. 50).
Media other than television has been studied using a uses and gratifications viewpoint 
specifically because the media instruments themselves are interactive, i.e. the Internet and 
the telephone (Dimmick, Sikand, & Patterson, 1994; Leung, 2001; Kaye & Johnson, 
2002; Dimmick, Chen, & Li, 2004). As this is not the case with television, this research 
is not included in this literary review of relevant studies.
In one early study o f uses and gratifications. Lull (1979), postulated that mass media 
could be viewed as an important social resource to help families interact. This early 
typology arranged the social uses o f television into two primary types: structural - as an 
environmental resource o f background noise; and behavior regulator - as a timekeeper of 
family activities (pp. 201-202). Lull’s study focused on major uses o f television by 
families, but could equally be as applicable to individuals. He also suggested that social 
use types could be predictors of media exposure (p. 207).
Rubin (1985) stated that “although interpersonal interaction is frequently posited as 
an important variable in the uses and gratifications process, it seldom shows a strong 
relationship with media use variables (p. 206). Rubin believed this may occur because
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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the variable o f interaction should be assessed by measuring the difference between a 
person’s desired level o f social interaction, and their current level o f interaction (p. 207).
Finn and Gorr (1988) studied the relationship between sociability and television 
viewing. These researchers found that subjects with the social deficit o f loneliness were 
motivated by social compensation goals to watch television, however, this was not as 
significant for those who were perceived to be very lonely (pp. 148,150). These goals 
were companionship, passing of time, habit, and escape (p. 139). Those subjects who felt 
self-actualized were motivated more by mood management goals of relaxation, arousal, 
and information, although shyness also correlated positively with the mood management 
variables (p. 150).
Canary and Spitzberg (1993) also analyzed the relationship between loneliness and 
media gratifications. However, because o f the findings by Finn and Gorr (1988) they 
differentiated between various types o f loneliness, situational and chronic. Those who 
were chronically lonely were less likely to use the media for any gratification than those 
who were situationally lonely (Canary & Spitzberg, 1993, p. 808). These researchers also 
found that the chronically lonely who did seek surveillance or escape gratifications from 
television use were less likely to feel that they had received the gratification than the 
situationally lonely. Interestingly, this was not true for radio users (p. 815).
Canary and Spitzberg (1993) then examined one area of television viewing 
specifically - soap operas. They postulated that the situationally lonely would have a 
greater amount o f positive motives for watching soap operas. The researchers found this 
was true, however, the control group o f nonlonely people had the least amount of positive 
motives for watching soap operas (p. 815).
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The Canary and Spitzberg (1993) study and others that followed revealed that 
television has a limited ability to relieve feelings of chronic loneliness (Finn, 1997, p. 
508). Finn (1997) conducted a study o f usage of media and other non-mediated activities 
such as conversing with others, based on personality factors o f extroversion, introversion, 
openness, neuroticism, agreeableness and conscientiousness. He found that lower levels 
o f extroversion and decreased openness correlated positively with television viewing.
Finn’s findings may help to shift the scope o f uses and gratifications research to how 
media may help people develop social identities instead of meet social deficits (1997, p. 
524). Finn referred to Blumler, who suggested that when conducting uses and 
gratifications research, researchers “should endeavor especially to listen for expressions 
o f social identity concerns and for indications o f the vehicles through which they are 
being met” (Blumler, 1985, p. 52).
Some research has studied the relationship between uses and gratifications and 
depression. Television viewing has been reported by depressed persons as a common 
coping strategy to increase pleasurable experiences (Potts & Sanchez, 1994, p. 2). Potts 
and Sanchez (1994) studied television news and depression and found that for both males 
and females, television viewing was strongly correlated to avoidance o f loneliness (p. 2). 
Newscasts, however, had a negative effect, and both males and females who were 
depressed reported fewer positive feelings and more negative feelings after watching 
newscasts. Overall, the researchers suggested, “the findings suggest that television 
viewing can serve as a means o f escape from depressive moods, although viewing of 
news programming may exacerbate such moods” (p. 5).
Other research, however, has suggested that instead o f a tool to escape depression, 
heavy television viewing may either negatively affect depressive states, or be a partial
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cause o f depression (Dittmar, 1994, p. 318). Dittmar (1994) found that depressed men 
and women (college student subjects) watched a great deal more television than their 
peers. Depressed women watched more soap-operas, both daytime serials and nighttime 
soaps, than did non-depressed women.
Dittmar (1994) suggested several possible explanations for this, first that a character’s 
actions may provide insight for the women into how to handle their own problems. It 
may be that depressed individuals cope by living vicariously through the soap characters 
because their own social skills may be lacking, which has been linked to a higher 
perception o f risk in social settings. A third possibility is that depressed women may be 
receiving emotional gratification from the characters in lieu o f interaction with real life 
people (pp. 324-325).
Depressed men watched less sports programming than non-depressed men. Dittmar 
(1994) stated this may be because o f Social Compensation Theory (Festinger, 1954) 
which stated that “individuals who are unhappy may choose not to compare themselves to 
individuals better off than they are, because such a comparison creates a salient, negative 
disparity between their own situation and the success of similar others” (p. 325).
Two recent studies examine the uses and gratifications of reality television, and 
parasocial interactions as one o f these gratifications (Nabi, Biely, Morgan & Stitt, 2003; 
Cummins, 2004). The next section therefore examines the particular medium o f reality 
television and discusses the findings of these studies.
Reality Television
As stated in chapter 1, reality television may be defined as any program which 
records the lives o f individuals or groups that is promoted as a reality program and cannot
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be classified as a sporting event or documentary. Cable television pioneered reality 
programming in the United States, most notably with Real World, now in its fourteenth 
season. Broadcasting & Cable listed reality television as a “Megatrend” for 2004 - 
technology that will be affecting the average media user everyday (The shape o f . . . ,  
2004, p. 32-33).
Reality television has been called ‘tabloid television’ because there is rarely any 
attempt to “place the events in a wider sociopolitical context” (Kilbom, 1994, p. 426). 
Unlike the “old” reality programming o f informative documentaries, reality programming 
is focused on pure entertainment. European concerns have included the possible negative 
impact o f low-class programming, and the displacement of other forms of non-fiction 
programming such as current affairs and documentary programs (Kilbom, 1994, p. 430).
Many researchers have speculated on the causes o f the success o f these programs. 
Fetveit (1999) postulated that part of the attraction is the “psychological fascination with 
the sense of connectedness” to the contestants (p. 796). Delisle (2003) stated that reality 
TV is popular because it uses real people rather than scripted actors. She stated “the 
aesthetic of reality TV requires that continual emphasis be placed on the fact that the 
people viewers are watching are real, ordinary people -  they could he you” (p. 43).
Kilbom (1994) agreed and stated that the audience appeal of reality television is 
based on its flavor of authenticity, which is frequently supported verbally by a narrator. 
This authenticity, he stated, makes the subject matter something the audience relates to, 
because the events could just as easily be happening to the audience member themselves 
(p. 424). It is the highly personalized accounts o f the incidents, Kilbom stated, that 
draws the attention o f the audience (p. 426).
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Sardar (2000) speculated that the appeal is voyeurism -  the ability to watch someone 
else’s most private moments. He stated “if  you have made a particularly saucy video, or 
have a freaky tale to tell, you can always get on television. There is a burgeoning market 
out there. If medium is the message, the message is voyeurism” (p. 25). This voyeurism, 
he said, is related to viewers’ ovra narcissism. He explained, “our desire to see more dull, 
sorry and dysfunctional people than ourselves on television means we are prepared to 
demean anyone to make ourselves feel better about our own less than wonderful, isolated 
lives” (p. 3). Kilbom (1994) stated that the voyeuristic quality of reality television 
appeals to one of the least desirable human traits, and makes the broadcasting of such 
events questionable (p. 427).
Calvert (2000) stated that the social force that fueled voyeurism “is that we are an 
increasingly hedonistic, self-absorbed society in which we get our pleasure from 
watching others’ lives without having to interact with them” (p. 74). He further stated that 
the power of voyeurism is that there is no responsibility to the voyeur as receiver of 
knowledge or information, which gives the voyeur a sense o f importance.
Jagodozinski (2003) examined the psychoanalytic nature of reality television and 
stated that it can be viewed in two ways. The first is that viewers are traumatized by the 
daily events in their lives and the hyped reality o f reality television programming satisfies 
the excessive drives viewers have toward pain and pleasure (pp. 3-4). The second is that 
shows like Survivor are simply a reflection o f how society truly is -  “vicious and 
violent,” and that watching the scheming and cheating acts as a catharsis, a therapy for 
viewers who have survived (p. 5).
Potter, et al. (1997) studied antisocial acts in reality programming. They stated that as 
most research has found links between viewing of violence and anti-social behavior on
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television and subsequent viewer aggression, the context of reality programming was 
important to study because “it is the context o f the portrayal that provides cues for the 
viewer to interpret the meaning o f the action” (p. 2). The authors therefore looked at 
“four contextual characteristics: consequences, reward/punishment, intention, and style” 
(p. 2). Anti-social behavior included physical aggression, verbal aggression, theft, and 
deceit, and were examined in programming o f local news, national news, news 
magazines, talk shows, and crime documentaries (e.g.. Cops, Rescue 911, Ancient 
Prophecies, and Unsolved Mysteries) (pp. 2, 7).
Potter, et al. (1997) found that these shows did not portray a realistic version of 
antisocial behavior, and frequently relied on dramatic characteristics to present the 
behaviors (pp. 9-10). Although these findings cannot be compared to hour-long 
adventure reality programming, anti-social behavior is also portrayed as part o f the 
adventure. Since these shows are created for entertainment, just as fictional 
programming, programmers have no obligation to present such behavior realistically. It 
does raise the question, however, o f whether the dramatic presentation of antisocial 
behavior is a motivator for audiences to watch the shows, and why this might be so.
Nabi, Biely, Morgan, and Stitt (2003) studied uses and gratifications of reality 
television viewers, and the interrelationship o f enjoyment of reality television and the 
personality traits of impulsivity and the need for cognition. These researchers found that 
voyeurism as a gratification sought or obtained by reality television viewers was 
questionable because most viewers did not seem to find reality television particularly 
realistic, and the authors stated “for reality-based TV to be equated with voyeur TV, 
respondents should report that they enjoy watching others and that they believe what they 
see is unmonitored” (p. 319). However, regular viewers indicated that they watched
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reality television primarily because they found it entertaining, and secondarily that they 
enjoyed peeking into other’s lives. Casual viewers indicated that they watched primarily 
out o f boredom and secondarily to watch other’s lives.
Nabi, et al. (2003) found no support for the correlation between the personality traits 
o f impulsivity and need for cognition for reality show viewers in general, but speculated 
that they may relate to specific program consumption (p. 324). The researchers did find 
that parasocial interaction was a gratification obtained from regular viewing o f reality 
programs.
Based on this finding, Cummins (2004) studied parasocial interaction among reality 
programming and other types o f television shows. Cummins found that there were few 
significant differences in levels o f parasocial interaction and reality program viewers, 
with the exception o f the program Cops. He speculated that this was because Cops uses 
different people every week as main characters, thereby allowing little time for the 
audience to connect with them (p. 15). Cummins also found that reality program viewers 
did not differ greatly from regular viewers of other programs in their parasocial bonding, 
and both tend to be reinforced with regular exposure to the program (p. 16).
Nabi, Finnerty, Stitt, Halford, and Quintero (2004) sought to determine the predictors 
of enjoyment for both reality programming and other television programming. One 
interesting finding was that the viewers reported a preference for watching programming 
other than reality shows, yet viewing behavior showed the respondents actually watched a 
great deal of reality programming (p. 12). For fictional television, the study found that the 
highest predictors for enjoyment were feeling suspense and pensiveness, and the highest 
predictors for reality television were voyeurism, happiness, surprise, and relief (p. 15). 
Voyeurism, in this study, was specified to mean curiosity. Reality game shows and
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romance programs, including Survivor, were also stated to be enjoyable due to the 
dramatic challenges, suspense, and negative outcomes (p. 20).
Nabi, et al. (2004), stated that their findings imply that “’reality’ is not the key 
element in differentiating fiction from reality programming,” and suggested that the 
content o f the individual program was more important in determining gratifications 
sought from a particular television show (p. 23).
In another recent study. Crook, et al. (2004) studied the relationship between reality 
program viewers and the personality traits of empathy, loneliness, the need for affiliation, 
morbid curiosity, voyeurism, and verbal aggression. They defined voyeurism as “the 
eagerness with which a person seeks to observe sordid or scandalous details about other 
people’s lives” (p. 9). The researchers believed that loneliness was a viable gratification 
sought for viewing reality shows because o f the real people on the programs (p. 7). 
Loneliness was separated into two variables, social and emotional loneliness.
The findings were mixed. No significant results were found for need for affiliation, 
empathy, voyeurism, verbal aggression, or emotional loneliness. Positive relationships 
were found between reality program viewers and social loneliness, and between reality 
program viewers and morbid curiosity (pp. 17-18). Social loneliness actually predicted 
lower viewing of reality programming. The authors speculated that this may be because 
viewers who watch reality shows discuss the program with others and therefore have less 
social loneliness. Those who reported social loneliness also enjoyed reality programs less 
than others.
Crook, et al., (2004) stated that the positive relationship between reality program 
viewers and morbid curiosity could be explained as a type o f voyeurism. They stated 
“morbid curiosity suggests a higher interest in others pain and suffering, where
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voyeurists, according to this specific scale, are interested in what others look like and just 
viewing them” (p. 21). It should be noted that this study had a small number of 
participants, only 130.
Survivor
Survivor emphasizes adventure and authenticity (Delisle, 2003, p. 43). Delisle (2003) 
stated “there is a sense that while Western culture has evolved beyond these primitive 
hunter-gatherer roots, there is a common ancestry and collective memory of survival 
instincts” (p. 44). She saw part o f the attraction to Survivor as based on people’s wishes 
to return to this time in history. Lesage (2004) stated that part of Survivor’s appeal is 
based on a socially constructed desire to visit exotic locations, and watch others engage in 
adventures o f physical demand and sensory intensity. Survivor’s producer, Mark Burnett, 
agreed and stated the show was adventure programming, and appealed to those who want 
to stay connected to the outdoors or who long to be adventurers (Haralovich & Trosset, 
2004, p. 79).
Part of Survivor’s uniqueness is that contestants don’t just have to survive strange 
surroundings; they have to survive other members. Mixon (2001) pointed out that 
“individual decisions that result in larger group rewards often may conflict with personal 
morals and convictions” (p. 90.) Members are pitted against each other for money, as in 
a standard game show, but in this instance cheating, lying, and demoralizing others is 
often the only way to win. Lesage (2004) saw this in a more positive manner and stated 
that the appeal, particularly to young people, was watching the “spur of the moment 
planning, psychological and physical mobility, evaluating shifts in the opportunity, acting
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fast, creating new values as needed, tearing down and building up, and above all 
flexibility in terms of thinking and action (p. 2).
A  unique Survivor element is that audience members are often asked to participate by 
anticipating which team will win a challenge, or which member will be voted off the 
island. Haralovich and Trosset (2004) stated that although these types o f predictions are 
encouraged, part o f the success o f the program is due to its unpredictability (p. 76). They 
stated the possibilities of chance added to the success of the program because “narrative 
pleasure stems from the desire to know what will happen next, to have that gap closed 
again and again, until the resolution of the story” (p. 83).
To summarize, Survivor has some unique elements in addition to belonging to the 
genre of reality television. Drama, adventure, and exotic locations are emphasized in a 
game that offers its contestants the possibility o f huge sums of money and instant fame. 
The contestants, however, have to be mean and vicious to win the game. Lesage (2004) 
stated that Survivor offered “fantasies and anticipation” as well as the opportunity to view 
“betrayals, transgressions and punishments (p. 2). These elements offer further 
implications in the study of uses and gratifications in television research
Summary of Literature Review 
The following generalizations are noted regarding the merging of sociability factors, 
reality television, and uses and gratifications theory. Shyness has not been studied as a 
uses and gratifications variable, however, it is a common trait in lonely people. Lonely 
people may use media differently based on whether they are situationally lonely, or 
chronically lonely. Loneliness contributes to social isolation, and those who are socially 
isolated or chronically lonely may become depressed. These traits interact with media
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usage and the selection o f specific television programming. Social loneliness and 
emotional loneliness have been studied in relation to reality television uses and 
gratifications, but not in relation to whether the participant is considered chronically 
lonely or situationally lonely (Crook, et al., 2004).
To date, only a few studies have looked at uses and gratifications pertaining to reality 
television (Nabi, et al.; 2003, Nabi, et al., 2004), and only a few have studied personality 
characteristics and reality television programming (Crook, et al., 2004; Cummins, 2004). 
Researchers have presented several reasons that might possibly define why reality 
television is popular, but so far the results do not show much difference between 
gratifications sought or obtained from regular or reality television programming.
In chapter 3, the hypotheses to be tested and the underlying rationale behind them are 
presented. The method o f data collection and examination is also detailed.
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METHODS
Very little research has studied the uses and gratifications of any reality 
programming, and Survivor is a fairly unique and wildly successful reality show. It 
mixes the genres o f game show, travel program, adventure and drama, and reality 
programming. This chapter details the rationale and hypotheses for this study, and 
explains the data collection and examination process.
Rationale and Hypothesis
I. Survivor
Since Survivor is a unique type of reality program it was postulated that regular 
viewers o f the show would have different motivations for watching the program than 
would regular viewers o f other reality television programs.
HI : Regular viewers of Survivor will have different gratifications sought for 
watching the show than regular viewers o f other reality programming.
II. Shyness
Since shyness is a character trait that people are aware they have, shy people may 
withdraw and become socially isolated, or they may become more social in an effort to 
reduce their shyness (Peplau & Perlman, 1982, Joiner, 1997). It was therefore unknown 
which gratification would be received by shy viewers o f Survivor, and a non-directional 
hypothesis was proposed:
27
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H2a: There will be a relationship between gratifications sought by regular viewers of 
Survivor and shyness.
H2b: There will be a relationship between gratifications obtained by regular viewers 
o f Survivor and shyness.
III. Loneliness
Research has indicated that those people who are situationally lonely use and receive 
more gratifications from television viewing than the chronically lonely (Finn & Gore, 
1988; Canary & Spitzberg, 1993). Research has also indicated that those who are 
situationally lonely engage in activities to alleviate that loneliness (Canary & Spitzberg, 
1993; Finn, 1997). Hypotheses three and four predicted directional outcomes:
H3a: There will be a positive relationship between gratifications sought by regular 
viewers o f Survivor and situational loneliness.
H3b: There will be a positive relationship between gratifications obtained by regular 
viewers of Survivor and situational loneliness.
H4a: There will be a negative relationship between gratifications sought by regular 
viewers o f Survivor and chronic loneliness.
H4b: There will be a negative relationship between gratifications obtained by regular 
viewers o f Survivor and chronic loneliness.
IV. Sociability
Social isolation has been researched as the social deficit o f loneliness when 
examining the interrelationship of that variable and television uses and gratifications 
(Finn & Gore, 1988; Canary & Spitzberg, 1993, Finn, 1997). Research has shown that 
those who feel social loneliness enjoy reality television less than those who are not, and 
also receive different gratifications than other reality program viewers (Crook, et al..
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2004). However, it is possible for a person to be alone, and thus be socially isolated, but 
not be lonely (Fischer & Phillips, 1982; Peplau & Perlman, 1982). Therefore, the 
variables o f loneliness and sociability were separated.
H5a; There will be a positive correlation between gratifications sought by regular 
viewers of Survivor and sociability.
H5b; There will be a positive correlation between gratifications obtained by regular 
viewers of Survivor and sociability.
Method
Data were collected utilizing survey instruments. According to Babbie (1992), 
surveys offer several advantages to the researcher such as timeliness of answers and cost, 
and are particularly effective for data that requires anonymity (pp. 277-278). Babbie 
stated that survey research is generally weak on validity, because the choices o f answers 
are limited, but generally strong on reliability because all participants are given 
standardized questions (p. 279). According to Babbie, one o f the main advantages to 
using a survey method is that there is considerable flexibility in analysis because many 
questions are asked of the participants, and this allows the researcher to develop 
operational definitions as the survey results are compiled (p. 278).
This study used a self-administered respondent survey. An informed consent was 
distributed to each student along with the actual survey. The first section of the survey 
asked respondents their age and gender. The second part asked questions pertaining to 
amount of reality television programming watched and which shows in particular were 
viewed or had been viewed by the respondent. The third section asked questions of all 
respondents to determine uses and gratifications sought o f all the television programs
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listed. The fourth section asked Survivor viewers about gratifications obtained. The fifth 
and six sections consisted of questions relating to shyness, loneliness, and social isolation 
as seen in the appendix, and as detailed below (Appendix A).
Instrumentation
The first survey instrument was created to determine the amount o f reality television 
viewed and which programs the participants were watching. Regular viewing of any 
reality program meant watching the entire program at least three times during one season. 
The Uses and Gratifications Sought and Obtained Questionnaire was developed from 
Rubin’s (1981) scale o f uses and gratifications, and from Palmgreen, Wenner, and 
Rayburn’s (1980) scale o f gratifications sought and obtained for television news 
programming.
Rubin (1981) divided his questions for motivations into nine areas for viewing: 
passing time/habit, companionship, arousal/excitement, specific program content, 
relaxation, information/learning, escapement, entertainment/enj oyment, and social 
interaction. The survey created from this construct deleted Rubin’s questions for specific 
program content, added to the social interaction section and companionship section, and 
added elements particularly unique to reality television that other researchers have 
speculated on. These elements are the sense of connectedness (added to the social 
interaction questions), the use of real people (instead of actors and actresses), and the 
gratification of voyeurism, which included watching other’s lives without having to 
interact with them.
The scale was also similar to Bantz’ (1982) instrument used to determine motivations. 
Bantz divided gratifications into six factors: surveillance, company, voyeurism (but only
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for sexually explicit material), viewing by default, social resource, and entertainment (p. 
365-368). It should be noted, however, that the present instrument is used only to 
determine viewing motivations for reality television, not all television viewing in general.
The gratifications sought on the revised instrument were as follows: pass time/habit, 
use of real people, companionship, voyeurism/excitement, relaxation, 
information/learning, escape, entertainment and social interaction (see Appendix I , part 
III of survey instrument).
The format used was also the same as Rubin’s 1981 scale -  a five-point scale for each 
question ranging from “exactly” to “not at all” for the subject’s reason for viewing reality 
television. The scale was coded from one to five, with five meaning “exactly.”
The Rubin (1981) scale was developed specifically to determine motivations for 
watching television. Palmgreen, Wenner, and Rayburn (1980) sought to determine not 
only the motivations for watching television news, but whether those motivations were 
then gratified by actual viewing of the program. The second uses and gratifications scale, 
therefore, incorporated those researchers’ questioning techniques to determine if Survivor 
viewers received the gratifications from the program that they expected (see Appendix I, 
part IV o f survey instrument). Their technique was simply to reword each item to 
determine if  the motivation was met. For example, one item regarding news 
programming on the gratifications sought scale stated “I watch TV news to find out about 
issues affecting people like myself.” The corresponding item on the gratifications 
obtained scale stated “TV news helps me find out about issues affecting people like 
myself’ (Rubin, Palmgreen, & Sypher, 1994, p. 177).
The news gratifications sought and obtained scale was used by several researchers in 
studying the expectancy-value model o f uses and gratifications (Palmgreen, Wenner, &
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Rayburn (1981), Palmgreen & Rayburn (1982), Levy & Windahl (1984), Babrow & 
Swanson (1988)). These studies have found the gratifications sought and obtained scales 
internally consistent, reliable over time, and valid in the testing of expectancy models.
The first independent variable, shyness, was evaluated utilizing the Cheek and Buss 
Shyness Scale (1981). Cheek and Buss (1981) developed this scale while studying the 
relationship between shyness and sociability. The scale consisted of nine questions that 
refer to shyness experienced during social interaction (p. 331). The instrument was shown 
by these researchers to be internally consistent with an alpha coefficient of .79 (Cheek & 
Buss, 1980, p. 331). Cheek and Buss found that the variables o f shyness and sociability 
were separate. Therefore, the Social Isolation Scale developed by these researchers was 
also used, a five item measurement. Each item was presented to the participants on a 
scale that ranged from one to four, with one meaning “extremely characteristic” of 
themselves, and four meaning “extremely uncharacteristic.” (See Appendix I, part V of 
survey instrument.)
The independent variable o f loneliness was surveyed utilizing the Revised UCLA 
Loneliness Scale (Russell, Peplau, & Cutrona, 1980). This scale uses a four-point 
measure (never, rarely, sometimes, and often) to measure respondents experiences in 
social relationships. The instrument consists of twenty questions regarding loneliness, ten 
positively worded and ten negatively worded. (See Appendix I, part VI of survey 
instrument.) The researchers found the internal consistency high in two separate studies, 
at an alpha coefficient o f .94 in both instances (pp. 474, 476).
To separate the chronically lonely from the situationally lonely, Canary and 
Spitzberg’s (1993) method of trichotomizing the scores was replicated. Chronically 
lonely persons were those who scored at least one standard deviation above the mean.
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situationally lonely were those who scored above average on the scale and less than one 
standard deviation above the mean, and the nonlonely were those persons who scored 
below that average.
Sample
The sample consisted o f 448 undergraduate college students. Participants were 
recruited from communication and video production classes offered at the University of 
Nevada, Las Vegas. 202 students were male, 246 female, with ages ranging from 17 
years old to 48. The median age was 21. Although the use o f college students prohibits 
the extension of the results to the population at large, some college students are subject to 
the social deficits of loneliness, shyness, and social isolation, as well as watch a great deal 
of television (Jones, Hobbs & Hockenbury, 1982, Russell, Peplau & Cutrona, 1980, 
Canary & Spitzberg, 1993). It should also be noted that only three o f the studies cited in 
this research utilized adult participants who were not college students, so results from this 
study replicate previous research.
Procedure
Students were asked to participate during normal class time with no compensation 
offered. Students were given basic instructions, and then asked to voluntarily complete 
the survey instruments described above. Completion of the survey took each student 
approximately 15 to 20 minutes. A pilot survey was conducted on one class o f students 
to determine if adjustments needed to be made in the instrument. Adjustments were 
made to the first scale o f items, the reality programs watched, to more accurately define 
which programs the test participants felt were the most popular.
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The next chapter presents and examines the results of the collected surveys. Chapter 
5 discusses the findings and reviews the implications of this study in future research.
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CHAPTER 4
ANALYSIS AND RESULTS 
This chapter describes the resulting analysis from data collected. The results are 
offered from the gratifications sought scale for reality viewers, and from both the 
gratifications sought and obtained scales for Survivor viewers, as well as the analysis of 
the data collected on shyness, sociability, and loneliness.
Analysis
Item analysis was performed after the administration of the survey to determine the 
internal consistency o f the scale measures. Item analysis provided information on how 
individual items for each scale related to other items (e.g. gratifications sought, 
gratifications obtained, shyness, loneliness, and sociability). A .40 coefficient criterion 
level was used to determine a priori (Spector, 1992). The internal consistency a priori 
level of alpha was established via Coefficient Alpha at .70 (Cronbach, 1951). Only two 
items on the scale failed to meet this test, and both were on the Gratifications Obtained 
scale for Survivor viewers only. The first item was “watching Survivor is a habit, just 
something to do.” The second item was “I watch Survivor to get away from the rest of 
the family or others.” These items were deleted from subsequent analysis.
The remaining items for each scale were first analyzed using principal component factor 
analysis with varimax rotation. Factor analysis was used to reveal any sub-dimensions
35
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within each scale-item array. Exploratory factor analysis was used to determine the 
number of factors best represented by scale items and to allow for the interpretation of 
factors (Spector, 1992, pp. 54-55). Once the number o f factors had been determined, 
varimax orthogonal rotation was applied, with each item largely loading on one and only 
one factor as the ideal, with a minimum correlation value o f .40 a priori. (Kim &
Mueller, 1978s, 1978b; Spector, 1992).
Gratifications Sought (Viewing Motivations) 
bv Survivor Viewers 
A minimum eigenvalue of 1.0 and at least three loadings were required to retain a 
factor. Six factors were identified that accounted for 62.6% of the total variance. Table 1 
summarizes the factor analysis for gratifications sought for regular Survivor viewers.
Factor 1, Voyeurism/Real People (eigenvalue = 9.59), explained 31.9% o f the total 
variance after rotation. It contained three real people items (“because it is a real-life 
drama;” “because of the real people in the show,” and “because it is realistic”), three 
voyeurism items (“because it is stimulating to watch others;” “to guess what will 
happen;” “1 like to watch other people’s lives”), one information/learning item (“to learn 
about what could happen to me”), one social interaction item (it “gives me something to 
talk about with other people”), and two companionship items (“I identify with the people 
in the show,” and “1 feel connected to the people in the show”). This ten-item factor 
reflected watching reality television because it uses real people instead o f actors, to peek 
inside other’s lives, to feel less lonely and have something to talk about, and to leam.
Factor 2, Relax (eigenvalue = 2.71), explained 9.02% of the total variance after 
rotation. It included all three relax items (it “relaxes me;” it “is restful,” and it “allows 
me to unwind”), two escape items (“to forget about school, work, or other things,” and
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“to get away from the rest of the family or others”), one voyeurism item (“it is thrilling”), 
and one companionship item (it “makes me feel less lonely”). The six factors reflected 
watching reality programs to relax and get away, to avoid loneliness, and because it is 
thrilling.
Factor 3, Pass Time (eigenvalue = 2.17), explained 7.22% of the variance. It was 
comprised o f three pass time items (it “passes the time away, particularly when I’m 
bored;” it “is a habit, just something to do,” and it “gives me something to do to occupy 
my time”), one companionship item (“when there’s no one else to talk to or be with”), 
and one escape item (it “gets me away from what I am doing”).. It reflected viewing 
reality television out of habit, to occupy one’s time, when there is no one to talk to, and to 
get away from things.
Factor 4, Entertain (eigenvalue = 1.79), accounted for 5.94% of the variance. It 
consisted of all three entertainment items (it “amuses me;”it “is enjoyable,” and it 
“entertains me”), and one escape item (it “gets me away from what I am doing”). This 
factor reflected watching reality programming because it is entertaining and allows one to 
get away from others.
Factor 5, Information/Learning (eigenvalue = 1.47), explained 4.9% of the variance. 
This factor consisted o f all three information/learning items (it “helps me leam things 
about myself and others;” “so I can leam how to do things which I haven’t done before,” 
and “1 leam about what could happen to me”), and one real people item (“the people have 
a more interesting life than I do”). It reflected viewers who choose to watch to leam new 
things and because they feel that the people on the shows have a more interesting life.
Factor 6, Social Interaction (eigenvalue -  1.08), accounted for 3.61% of the variance. 
This factor included all three social interaction items (it “is something to do when friends
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come over;” it “gives me something to talk about with other people,” and “so I can be 
with other members o f the family or friends who are watching”), and a voyeur item (“I 
like to watch other people’s lives”). It reflected viewing reality television as something 
to do with friends and family and to look into other’s lives.
Gratifications Obtained bv Survivor viewers 
Four factors accounting for 61.87% of the total variance were identified. Table 2 
summarizes the factor analysis for gratifications obtained by Survivor viewers.
Factor 1, Entertain/Social Interaction (eigenvalue = 11.24) explained 40.14% o f the 
variance. It was comprised of twelve items: three entertain items (it “amuses me;” it “is 
enjoyable,” and it “entertains me”), three social interaction items (it “is something to do 
when fiiends come over;” it “gives me something to talk about with other people,” and 
“so I can be with other members o f the family or friends who are watching”), two escape 
items (“to forget about school, work, or other things,” and it “gets me away from what I 
am doing”), two voyeur items (it “is thrilling,” and “to guess what will happen”), one 
relax item (it “relaxes me”), and one pass time item (it “gives me something to do to 
occupy me time”). This factor reflected viewers who felt entertained by Survivor, 
watched it with fiiends, and found it thrilling, relaxing, and time occupying.
Factor 2, Information/Learning and Companionship (eigenvalue = 2.64) explained 
9.44% of the variance. This nine-item factor consisted of: three information/learning 
items (it “helps me leam about myself and others;” “so I can leam how to do things 
which 1 haven’t done before,” and “I leam about what could happen to me”), two 
companionship items (“I identify with the people in the show,” and “I feel connected to 
the people on the show”), two real people items (“the people have a more interesting life 
than I do,” and “because o f the real people in the show”), and two voyeur items (“it is
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stimulating to watch others,” and “I like to watch other people’s lives”). It reflected 
Survivor viewers who watched the program to leam about themselves, to peek into 
other’s lives, and to avoid loneliness.
Factor 3, Voyeurism/Real People (eigenvalue = 1.97), accounted for 7.04% of the 
variance. This factor included three voyeur items (it “is thrilling;” “it is stimulating to 
watch others,” and “1 like to watch other people’s lives”), and three real people items (“it 
is a real-life drama;” “because o f the real people in the show,” and it “is realistic”), and 
reflected viewers who were stimulated by watching real people.
Factor 4, Relax (eigenvalue = 1.46), accounted for 5.24% of the total variance. This 
factor consisted of three relax items (it “relaxes me;” it “is restful,” and it “allows me to 
unwind”), two companion items (it “makes me feel less lonely,” and “when there’s no 
one else to talk to or be with”), two escape items (“to forget about school, work, or other 
things,” and it “gets me away from what 1 am doing”), and one social interaction item (it 
“is something to do when friends come over”). It reflected viewers who watched 
Survivor to unwind, to be with friends, to avoid loneliness, and to escape.
The Gratifications Obtained scale for Survivor viewers also included an open-ended 
question for participants to add any other reason they may view the program. Results did 
not differ from factor items in any significant way. The comments are included in 
Appendix II. The primary factor loading comparison for both gratifications sought and 
gratifications obtained for regular Survivor viewers are shown in Table 3 (Appendix II).
Gratifications Sought bv Other 
Realitv Viewers
Regular viewers of five other reality programs were also analyzed by principal 
components factor analysis with varimax rotation: Cops, Fear Factor, American Idol,
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Real World, and The Apprentice. One primary factor accounted for most o f the variance 
with all five programs. This factor was identified as Real People and 
Information/Learning for Cops, Fear Factor, American Idol, and Real World. The 
primary factor for The Apprentice, accounting for 32.87% of the variance, was identified 
as Pass Time/Escape. As The Apprentice was the only program studied that appeared to 
have different gratifications sought, the second factor was also examined. Real 
PeopleA^oyeur, accounting for 9.51% of the variance. Table 4 shows the comparisons of 
these primary factors.
Shvness
Principal components factor analysis with varimax rotation was used to analyze these 
responses as well. Two factors were identified with a minimum eigenvalue o f 1.0 and at 
least three loadings. Both factors accounted for 59.6% o f the total variance. Table 5 
summarizes the factor analysis.
Factor 1, Awkward (eigenvalue = 4.33), accounted for 48.18% of the total variance. 
Six o f the nine shyness items comprised this factor, reflecting those who feel awkward in 
social situations. Those items were: “1 am more shy with members of the opposite sex;” 
’’when conversing I worry about saying something dumb;” “I am socially somewhat 
awkward;” “I have trouble looking someone right in the eye;” “I feel inhibited in social 
situations;” and “I am often uncomfortable at parties and other social functions.”
Factor 2, Nervous (eigenvalue = 1.03), accounted for 11.43% of the variance. These 
four shyness items reflected nervousness in social situations. These items were: “I feel 
tense when I’m talking with people I don’t know well;” “I find it hard to talk to 
strangers;” “I feel nervous when speaking to someone in authority;” and “I am often 
uncomfortable at parties and other social functions.”
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Sociability
Only one factor was identified, accounting for 49.48% of the variance, with an 
eigenvalue of 2.48. This included all five sociability items: “I like to be with people;” “I 
find people more stimulating than anything else;” “I welcome the opportunity to mix 
socially with people;” “I prefer working with others rather than working alone,” and “I’d 
be unhappy if  I were prevented from making many social contacts.”
Loneliness
Four loneliness factors were identified that accounted for 59.54% of the total 
variance. Table 6 summarizes the factor analysis.
Factor 1, Non-Lonely (eigenvalue = 8.01), accounted for 40.04% of the total variance. 
The factor was comprised of six positively worded items and four negatively worded 
items: “There are people 1 can talk to;” “there are people 1 can turn to;” “there are people 
1 feel close to;” “1 can find companionship when I want it;” “1 do not feel alone;” “there 
are people who really understand me;” “there is no one 1 can turn to;” “1 am no longer 
close to anyone;” “I feel isolated from others,” and “1 lack companionship.” It reflected 
participants who generally feel there are people for them to turn to.
Factor 2, Lonely (eigenvalue = 1.52), accounted for 7.59% of the variance. This 
factor included seven items, all negatively worded, reflecting social isolation: “I am no 
longer close to anyone;” “my social relationships are superficial;” “no one really knows 
me well;” “my interests and ideas are not shared by those around me;” “1 feel isolated 
from others;” “1 feel left out,” and “people are around me but not with me.”
Factor 3, Outgoing (eigenvalue -  1.2), accounted for 5.98% of the total variance.
This factor was comprised of five positively worded items: “there are people who really 
understand me;” “1 feel in tune with the people around me;” “I have a lot in common with
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the people around me;” “I am an outgoing person,” and “I feel part o f a group o f friends.” 
This factor was associated with how outgoing the participants stated they were.
Factor 4, Withdrawn (eigenvalue =1.19), accounted for 5.93% o f the variance. This 
factor consisted of three negatively worded items and one positively worded item: “I am 
unhappy being so withdrawn;” “people are around me but not with me;” “I lack 
companionship,” and “I am an outgoing person.” It reflected those who feel withdrawn 
from others.
The Loneliness scale was also analyzed as an aggregate to trichotomize the scores and 
determine non-lonely, situationally lonely, and chronically lonely within the total sample 
of Survivor viewers. 160 regular Survivor viewers completed the scale, with scores 
ranging from seven (incomplete) to sixty-eight, with a total possible score o f 80. The 
mean score was 32.1 with a standard deviation of 9.5. Those who scored below 32 were 
categorized as non-lonely (89 participants, 55%); those who scored from 32-42 were 
categorized as situationally lonely (49 participants, 31%); and those who scored above 38 
were categorized as chronically lonely (22, participants, 14% ).
A high percentage o f situationally lonely respondents were expected due to the fact 
that most of them were first year college students, however, the amount of chronically 
lonely responses seemed excessive, so two other programs were looked at: Cops and 
Apprentice. The results were similar: out o f 213 responses from regular viewers o f Cops, 
28% were classified as situationally lonely, and 18% as chronically lonely. For regular 
Apprentice viewers, 31% were classified as situationally lonely, and 16% as chronically 
lonely. The mean for all males on the Loneliness scale was 35.27; for all females, 32.66. 
On a test for equality o f means, this was shown to be a highly significant difference {r =
2.16,p>  .006).
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Hypotheses
The first hypothesis predicted that regular viewers o f Survivor would have different 
motivations for viewing the program (gratifications sought) than regular viewers of other 
reality television programs. The sub-sample of Survivor viewers who indicated they 
watch the program three or more times per season was compared to the same-sub sample 
o f viewers o f other reality programs: Real World, Cops, The Apprentice, Fear Factor, 
and American Idol (see Table 4). HI was not supported. Although the programs do not 
seem to have much in common, the gratifications sought by regular viewers o f Real 
World, Cops, Fear Factor, and American Idol were almost exactly the same as those 
sought by Survivor viewers. The primary factor for regular viewers of The Apprentice, 
however, was different from the other programs listed above.
The gratifications obtained scale, created for regular Survivor viewers only, was also 
compared to the gratifications sought scale of regular viewers o f Survivor (see Table 3). 
Only two items overlapped in the primary factor comparison: watching to guess what 
would happen, and for something to talk about with others.
The second and consequent hypotheses utilized factor analysis and correlation for the 
subset of regular Survivor viewers. Pearson Product Moment Correlation statistics were 
used to determine relationships between consequent factors. Table 7 summarizes the 
relationships that were found.
The second hypothesis predicted a relationship between shyness and gratifications 
sought and obtained by regular Survivor viewers. Factor analysis revealed two individual 
variables involving shyness, and these were termed Awkward and Nervous, as shown in 
Table 5. Minimal support was found for H2a and H2b. Gratifications sought by Survivor 
viewers showed only two slight relationships: a positive relationship between Social
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Interaction and Awkwardness {r = . l \ , p  <.01) and a negative correlation for watching 
Real People and Nervousness {r = - . \ 6 ,p <  .05). Gratifications obtained by Survivor 
viewers showed only one slightly significant correlation: Information/Learning and 
Awkwardness (r = .19,/? < .05).
The third hypothesis predicted a positive relationship between gratifications sought 
and obtained by regular Survivor viewers and situational loneliness. Only two 
correlations were found: a positive relationship between the situationally lonely and the 
gratifications sought factor o f Information/Leam (r = .25, p  < .01), and another positive 
relationship between the situationally lonely and the gratifications obtained factor of 
Information/Leam (r = . \ 9 ,p  <.05). Both relationships were only slightly significant, so 
H3a and H3b were only slightly supported.
The fourth hypothesis predieted a negative correlation between gratifications sought 
and obtained by regular Survivor viewers and chronic loneliness. Again, two parallel 
slightly significant results were found. First, chronically lonely viewers related 
negatively to the gratification sought factor o f Entertain (r = -.26, p  < .01). Chronically 
lonely viewers also related negatively to the gratifications obtained factor of Entertain (r 
= -.26, p  <.01). H4a and H4b were therefore partially supported.
H5 predicted a positive relationship between gratifications sought and obtained by 
regular Survivor viewers and sociability. Two results came out o f this analysis, a slight to 
moderate negative relationship between sociability and the gratifications sought factor of 
watching Real People and Information/Learning (r =. -25, p  < .01, and r -  -.28,/? < .01). 
The sociability scale scores indicated that those with the highest scores were the least 
sociable, and those with the lowest scores were the most sociable. The negative 
relationships showed that those who were very sociable correlated with the two
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gratifications sought variables listed. There were no significant relationships found in the 
correlations between gratifications obtained by regular Survivor viewers and sociability. 
H5a was therefore partially supported and H5b was not supported.
In the next and final chapter, these findings are discussed. Chapter 5 also reviews the 
strengths and limitations of this study and the implications o f this research in future 
studies.
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DISCUSSION AND IMPLICATIONS FOR FUTURE RESEARCH 
In this chapter, the results are discussed and analyzed. The strengths and weaknesses 
of the study are also presented, as well as implications for future research.
Discussion
This section discusses the analysis o f gratifications sought and obtained, and the 
interrelationships of gratifications and shyness, loneliness, and sociability.
Gratifications Sought 
Nabi, et al. (2003) found that viewers did not believe reality television to be 
particularly realistic, and that this negated the idea of watching reality television for 
voyeuristic motives. This study, however, found the largest predictive factor for viewing 
gratifications o f Survivor, Cops, Fear Factor, American Idol, and Real World to be 
watching real people in real situations (Table 4). So although viewers are aware that the 
show is somewhat contrived, perhaps the scenarios are still perceived as realistic 
situations between people perceived as more real than actors and actresses.
An example for Survivor is the tribal council. In the council meeting, surviving 
members of both teams vote on who will be forced out of the program. Prior to this 
occurrence, scenes are shown to the audience where team members are conniving and 
planning with others in an attempt to get them to vote in a certain manner; either to get rid 
of a particular person, or to keep themselves on the team. The council meeting is an
46
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
47
obvious made-up part of the television program, and it is equally obvious that the focus is 
on filming the most vengeful, dramatic moments before the meeting. But the vote is still 
real, and the decision is generally an emotional climax. Perhaps it is these types of 
moments that draw viewers who watch because the team members are real people.
The issue o f voyeurism as a gratification may depend on how the term is defined.
The dictionary definition specifies a voyeur first as someone who seeks sexual 
stimulation “from seeing sex organs and sexual acts” or other “visual means,” but second 
as “a prying observer who is usually seeking the sordid or the scandalous” (Merriam- 
Webster, 2005). Viewers who enjoy watching other’s lives may therefore be seen as 
voyeuristic whether they believe what they are seeing is real or not.
An interesting result from the gratifications sought analysis is that viewers of four of 
the other popular programs {Cops, Fear Factor, American Idol, and Real World), had 
nearly the same item selections as Survivor viewers in the primary factor accounting for 
most of the variance, as shown in Table 4. In addition to watching real people, the 
primary factor for these four programs included three information/learning items: “to 
learn about what could happen to me,” “to help me learn about myself and others,” and 
“so I can leam how to do things I haven’t done before.” It is possible that viewers 
believe they may get real-life training from watching real people do things as opposed to 
watching a progreim of pure fiction. For college age viewers, learning from reality 
television may mean they are learning how to interact with others, how to be part o f a 
team, and how to handle emotional crises caused by other’s maneuvering, by being let go 
from a team {Real World-, Survivor), or by not passing an audition {American Idol). Or 
maybe it is a way of learning from other’s mistakes without having to make the mistakes 
themselves, as in Cops or Fear Factor.
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As stated in chapter 2, Lesage (2004) speculated that young people who watch 
Survivor leam planning, evaluation of opportunities, how to create new values, and 
flexibility in thoughts and actions. Perhaps viewers of the other reality programs leam 
the same sort of things. In some respects this is a chilling proposition as many reality 
programs, including Survivor, focus on the manipulative, back-stabbing behavior 
necessary for competitors to win.
Table 4 also shows another of the primary factor item for gratifications sought for 
viewers of Survivor, Cops, Fear Factor, American Idol and Real World was “I like to 
guess what will happen.” Interestingly, this item was also part o f the primary factor for 
gratifications obtained by Survivor viewers. However, this was an added item in this 
project not normally seen on uses and gratifications scales, so it is unknown whether this 
gratification indicated anything in particular for reality television, or if viewers of regular 
programming might seek this also. It should also be noted that the item was not a 
primary factor item for The Apprentice viewers, where a challenge between business 
associates results in one of them being fired at the end o f each program.
Gratifications Sought and Obtained 
bv Survivor Viewers
Although not a research question originally, an interesting finding was that Survivor 
viewers gratifications sought did not relate to the same viewers’ gratifications obtained 
from the program. While the primary factor for viewing the show was to watch real 
people, the primary gratification obtained was entertainment and escape (Table 3). This 
may be an indication of viewers who watch for one reason but receive something other 
than what they thought, or it may be that gratifications obtained are not as easy for the 
viewer to articulate or realize. Or, it is possible that uses and gratifications theory
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regarding gratifications obtained is invalid. It may not be viable that people are able to 
realize what type o f benefit or use they may have for a particular program, or it may only 
be something that eould be measured effectively right after viewing a partieular program.
Shvness/Sociabilitv and Gratifications Sought 
bv Survivor Viewers
The positive relationship between social interaction and awkwardness (Table 7) might 
be explained because those who feel awkward in social situations may be using the 
television as social tool. Watching Survivor with friends and family could be used as a 
way to avoid social awkwardness felt in situations where a shy person may be wary of 
speaking or unsure what to say. The social interaction factor included an item about 
using the program as something to talk about with others. This could also be an easy way 
for those who feel awkward in social settings to feel more comfortable with a subject 
with which they are familiar.
A negative relationship was found between watching real people and nervousness. 
Perhaps nervousness in social situations can be extended to feeling nervous even with 
people on television that are seen as real, and Survivor is therefore seen as a program to 
avoid. Maybe the situations that the team members are placed in contribute to anxious, 
nervous feelings, so that those who are normally nervous avoid them.
No positive relationships were found between gratifications sought factors and the 
sociability scale (Table 7), yet the above relationships reflected social items on the 
shyness scale. Perhaps shy viewers use Survivor for a social tool, but do not see 
themselves as non-social.
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Shyness and Gratifications Obtained 
by Survivor Viewers
Information/learning related positively to awkwardness (Table 7). This may be 
explained because those who feel awkward in social situations leam to overcome this by 
watehing how others interact, particularly because this factor included the participant’s 
belief that the people on the program had a more interesting life than the viewers.
Loneliness
A relationship between situationally lonely Survivor viewers and the variable of 
information/learning was found on both the gratifications sought and obtained scales 
(Table 7). The same items factored strongly in the results of gratifications sought by 
regular viewers of four o f the other five programs. Perhaps those who find themselves in 
a temporary situation o f loneliness believe they leam how to interact with others fi-om 
viewing reality shows. This may be important to those who lack the interaction of fi-iends 
or family they are used to. Or the situationally lonely have more time to watch programs 
that they believe might be beneficial to them on an informational level.
Chronically lonely Survivor viewers had a negative relationship to both the 
gratifications sought and the gratifications obtained scales for entertainment/social 
interaction (Table 7). This supports previous research which has found that the 
chronically lonely are motivated to use television differently than others who are not 
chronically lonely (Canary & Spitzberg, 1993, Finn, 1997). Canary and Spitzberg (1993) 
found that those who were chronically lonely and expected some sort o f gratification 
from television use were less likely to believe they had received it than others, but the 
Survivor viewers in this study did not seek entertainment and social interaction nor 
believe they had received it. There was no indication of a positive relationship for the
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chronically lonely and any gratification sought factor so it is unknown why those viewers 
watch the program.
Peplau and Perlman (1982) found that loneliness can either motivate people towards 
social interaction or decrease that motivation due to apathy, so perhaps Survivor viewers 
who are chronically lonely are apathetic. It may be that apathy leads the lonely to be 
predisposed to not expect any entertainment from a program that they watch.
Strengths of Current Study
A major strength of this study was the scale instruments. The reliability tests showed 
the scales to be highly reliable, particularly the shyness, sociability, and loneliness 
variables. The internal validity o f these measures show promise for future research in 
examining television viewing motivations related to psychological factors.
Methodologically the study worked well because data were collected over a short 
period o f time and easily compiled. The analysis measures were consistent with previous 
research and applicable to the hypotheses presented. Although the relationships in some 
of the hypotheses were relatively weak, this study provided a greater understanding of 
why viewers choose reality television, and how these gratifications sought may interact 
with certain personality characteristics.
Another strength of this method was that several different types o f reality programs 
were studied. Gratifications sought results were surprisingly similar for five o f the six 
programs examined, showing that reality programming in general may be studied as a 
genre in spite of the differences in the formatting o f the shows. Several areas of future 
research have been spotlighted by this study, as discussed below.
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Limitations
An obvious limitation o f this study is the use o f undergraduate college students as 
participants. Although previous research also relies heavily on this group, it makes the 
results inapplicable to all viewers. Survivor viewers, for example, range in age from 18 
to 49 with the largest amount o f viewers over the age of 25, yet the average age of 
Survivor viewers in this study was 22 years (CBS Television, 2005). The program itself 
was not as popular with these participants as some of the other programs.
Another limitation was the scale instruments for gratifications sought and 
gratifications obtained. Although these instruments were internally valid, they were not 
as reliable as the psychological variables. It is probably easier for a participant to 
determine and articulate what they are feeling, or how they feel in a particular situation, 
than it is for them to determine what motivated them to watch a television program, and 
what they got out of watching that program. Uses and Gratifications Media Theory may 
be conceptually weak compared to measurable psychological variables because a person 
is asked to define why they do something instead o f just whether they do something. The 
theory also assumes that viewing motivations are easily categorized, when factor analysis 
reveals that multiple types of responses can be part of the same factor. For instance, the 
item “it is thrilling” factored in with relax/escape items on the gratifications sought scale 
for Survivor viewers.
Perhaps a more open-ended method of questioning viewers could better explain 
gratifications, such as asking participants to describe why they are viewing a particular 
program immediately before they watch it. This may be particularly effective given that 
the reality genre is a fairly recent invention, and uses and gratifications theorists have 
used much the same categories for gratifications sought and obtained for several years.
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Another limitation is the lack of an operational definition for regular viewers in 
previous research. This study determined regular viewers by those who watched the 
program three or more times, but this measure may be an invalid way to determine this. 
Previous studies have been inconsistent, and asked hours per week of viewing time, or 
asked a respondent to determine if they felt they were a regular viewer of the program. 
Neither of those methods were particularly concise for measuring regular viewership, yet 
viewing the program a specific number of times may not be accurate either. An 
operational definition for regular viewership of a program needs to be found.
The concept o f determining whether television viewing o f reality programming 
impacts how people interact with others may also best be answered by another method of 
study, either ethnographic or experimental. It is possible that viewing Survivor does 
make those who are non-social become more social, but data collected in this survey 
method can only hint at that.
Future Research
One area of future research that looks promising is the idea that reality television 
provides opportunity to leam about one’s self. This needs to be examined further, and 
may be only an item that applies to young adults. The question arises for this particular 
audience, however, o f what they are learning, and how these programs help with that. A 
measurement of learning that should be included in future research is travel information. 
Part of the attraction of Survivor may be the idea o f adventuring into exotic lands, but this 
instrument did not study that effectively and may be an area of implication for future 
research.
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Another interesting aspect of Survivor that was not looked at in this study is the 
European coneems about the program and reality programming in general. Survivor was 
created in Europe, but did not find suecess until it was created and shown in the United 
States. Reality programming uses and gratifications would be interesting to compare in 
European countries.
An interesting question regarding loneliness would be to determine the 
interrelationship between that variable, television viewing, and the Expectancy Value 
Theory (Palmgreen & Rayburn, 1985). Chronically lonely viewers who don’t seek 
entertainment nor gain entertainment from eertain programs may see themselves as stuck 
in their current position o f loneliness, and either don’t seek change or don’t believe they 
can change. Perhaps they would get some gratification from a program if  they convinced 
themselves that they would.
Another area of research suggested by the loneliness results is the simple aggregate of 
loneliness. For instance, this research does not indicate whether these results are unique 
are not. Perhaps University o f Las Vegas students are lonelier than most, or less lonely 
than most; and the indication that males are lonelier than females may be particular to this 
group as well.
The relationships between information/learning as a gratification and reality 
television should be explored further in future research as well. Programs such as Fear 
Factor and Cops seem to offer little in the area of learning, so it would be interesting to 
determine what people leam from those programs.
The results for The Apprentice indicate another area of future research as well. This 
program was the one program that differed greatly for gratifications sought, and it is 
worth examining the content o f this particular program to explain that motivation. This
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program would seem to offer viewers more in the area of learning than other reality 
programs as it is based on people trying to succeed in business, yet information/learning 
items did not emerge as strong factor items.
Conclusion
A broad goal o f this study was to determine if the program Survivor acts in some way 
to increase social activity among those viewers who aren’t very social. The primary 
factor o f gratifications obtained by Survivor viewers included three social interaction 
items: something to talk about with others, something to do when friends come over, and 
to be with other friends or family who are watching, and also indicated a parasocial 
relationship with characters on the program: identification with the real people on the 
program, and a sense o f connectedness with the people on the program. So in some 
respects watching Survivor is a tool to increase sociability. These gratifications were also 
sought by the viewers o f four of the other five programs studied. It is unknown, however, 
if  these gratifications may be obtained by viewers of non-reality programs. So this study 
did not determine if Survivor had a unique bearing on social activity, and perhaps wasn’t 
designed correctly to determine that construct.
It is clear that in some ways, a non-social media instrument such as television has 
something to do with sociability and related variables. It has long been suggested that 
television may help to construct our social identities, and perhaps this study is an example 
of how young people leam how to relate to others as a part o f this construction.
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APPENDIX I
RESEARCH APPROVAL
U NIV ERSITY  O F  NEVADA LA S VEG AS
DATE;
TO:
FROM:
RE:
Social/Behavioral IRB - Expedited Review  
Approval Notice
January 11, 2005
Dr. Paul Traudt 
School o f Communication
/A ?Dr. Michael Stitt, Chair f
UNLV Social/Behavioral Sciences Institutional Review Board 
via the Office for the Protection of Research Subjects
Protocol Title: Survivor and Sociablility OPRS# 0412 - 1460
This memorandum is notification that the protocol for the project referenced abpve has met the 
criteria for exemption from full committee review by the UNLV Social/Behavioral Institutional 
Review Board (IRB) as indicated in regulatory statues 45CFR46.110. The protocol has been 
submitted through the expedited review process and has been approved.
The protocol is approved for a period of one year from the date of IRB review. Work on the project 
may proceed as soon as you receive written notification from OPRS.
Should the use of human subjects described in this protocol continue beyond January 10, 2006, it 
would be necessary to request an extension 30 days before the expiration date. Should there be any 
change(s) to the protocol, it will be necessary to request such change in writing through the Office for 
the Protection of Research Subjects.
If you have questions or require any assistance, please contact the Office for the Protection of 
Research Subjects at OPRSHumanSubjects@ccmaiLnevada.edu or call 895-2794.
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INFORMED CONSENT
University of Nevada, Las Vegas 
Hank Greenspun College of Urban Affairs 
Department of Journalism and Media Studies
REFORMED CONSENT
TITLE OF STUDY: Reality Television and Sociability
INVESTIGATORS: Dr. Paul Traudt, Principal Investigator; Shelley Wilkerson, Associate Investigator 
PROTOCOL NUMBER: OPRS 04I2-I460
Purpose of the Study
You are invited to participate in a research study. The purpose of the study is to look at 
why people watch reality television programs. A second part of the study is to look at 
how these factors that motivate people to watch reality television correlate with certain 
personality traits o f the viewers.
Participants
You are being asked to participate in the study because you are a student of higher 
education and probably watch some reality television programs.
Procedures
If you volunteer to participate in this study, you will be asked to do the following: take a 
single survey that should take about 20 minutes.
Benefits of Participation
There may be no direct benefit to you as a participant in the study. However, we hope to 
leam how certain personality traits interact with motivations for watching reality 
television.
Risks of Participants
This study includes only minimal risks. You may become uncomfortable when answering 
some questions.
Cost/Compensation
There will be no financial cost to you to participate in this study. This study will take 20 
minutes of your time. You will not be compensated for your time. The University of 
Nevada, Las Vegas may not provide compensation of free medical care for an 
unanticipated injury sustained as a result o f participating in this research study.
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University of Nevada, Las Vegas 
INFORMED CONSENT (continued)
TITLE OF STUDY: Reality Television and Sociability
INVESTIGATORS: Dr. Paul Traudt, Principal Investigator, Shelley Wilkerson, Associate Investigator 
PROTOCOL NUMBER: OPRS 0412-1460
Contact Information
If you have any questions or concerns about the study, you may contact Dr. Traudt at 
895-3647. For questions regarding the rights of research subjects, or any complaints or 
comments regarding the manner in which the study is being conducted, you may contact 
the UNLV Office for the Protection of Research Subjects at 895-2794.
Voluntary Participation
Your participation in this study is voluntary. You may refuse to participate in this study 
or in any part of this study. You may withdraw at any time without prejudice to your 
relations with this university. You are encouraged to ask questions about this study at the 
beginning or any time during the research study.
Confidentiality
All information gathered in this study will be kept completely confidential. No reference 
will be made to written or oral materials that could link you to this study. All records will 
be stored in a locked facility at UNLV for at least 3 years after the completion of this 
study. After the storage time the information gathered will be destroyed.
Participant Consent:
I have read the above information and agree to partieipate in this 
study. I am at least 18 years of age. A eopy of this form has been 
given to me.
Signature of Participant Date
Participant Name (Please Print)
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SURVEY INSTRUMENT
Please answer the following questions. Where necessary, please mark an “X” by the 
appropriate answer. Please be sure to mark only one answer.
1. Age
2. Sex ( ) Male ( ) Female
PART II
Below are a number o f specific television shows. You may currently watch one or more 
of these shows, or may have watched them in the past. Please indicate by marking an 
“X” in the appropriate category below one of the following; whether you have watched 
the program three or more times this current 2004-05 season, if  you have watched the 
program 3 or more times in a previous season, if  you have seen the program less than 3 
times, or if you have never seen the program. Please mark only ONE box for each 
program.
Program Seen 3 or 
more times 
the 2004-05 
season
Seen 3 or more 
times, but not 
during the 
2004-05 season
Seen less 
than 3 times 
ever
Never seen 
this 
program
Real World
Road Rules
Real World/Road 
Rules Challenge
The Amazing Race
Survivor
Cops
The Newlyweds
Who Wants to be a 
Millionaire
Surreal Life
The Apprentice
The Simple Life
Extreme Makeover 
(Home Edition)
The Osbornes
America’s Next Hot 
Model
Trading Spouses
Fear Factor
American Idol
CONTINUED ON NEXT PAGE
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PART III
If you marked “Never seen this program” on ALL of the above television programs, 
please skip the next two parts and proceed to page 6, Part V.
In this section, we would like to know the reasons why you watch all or some of the 
television programs mentioned on the previous page. Please indicate how much the 
following items apply to you, from “exactly” to “not at all” by placing an “X” in the 
appropriate box.
Exactly A lot Som ewhat N ot much Not at all
1. Because it is something to do 
when friends come over.
2. Because it relaxes me.
3. Because it helps me learn things 
about myself and others.
4. So I can forget about school, work, 
or other things.
5. Because I identify with the real people 
in the show.
6. So I can leam how to do things 
which I haven’t done before.
7. Because it amuses me.
8. Because I feel connected to the real 
people in the show(s).
9. Because it passes the time away, 
particularly when I’m bored.
10. Because it’s restful.
11. Because it’s thrilling.
12. So I can get away from what I am 
doing.
13. Because it’s enjoyable.
14. Because I like to see real-life drama.
15. Because it makes me feel less lonely.
16. Because it allows me to unwind.
( )
CONTINUED ON NEXT PAGE
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Exactly A lot Som ewhat N ot much N ot at all
17. When there’s no one else to talk to 
or be with.
18. Because the people in the show have 
a more interesting life than I do.
19. So I could leam about what could 
happen to me.
20. Because it’s a habit, just something 
to do.
21. Because I like to watch real people
22. Because it is stimulating to watch 
others.
23. Because it gives me something to 
talk about with other people.
24. Because it entertains me.
25. Because it gives me something to 
do to occupy my time.
26. Because reality shows are authentic 
(realistic).
27. Because 1 like to guess what will 
happen on the program.
28. Because I like to watch other people’s 
lives.
29. So I can be with other members of
the family or friends who are watching.
30. So 1 can get away from the rest of the 
the family or others
CONTINUED ON NEXT PAGE
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PART IV
If you HAVE NOT seen Survivor at least three times in one season, please skip to 
page 6, part V.
In this section, we would like to know to what extent the reality program Survivor 
actually provides you with some of the things you just looked at. Please indicate how 
much the following items apply to you, from “exactly” to “not at all” by placing an “X” 
in the appropriate box.
Please answer the following questions ONLY IF you have watched Survivor at least three 
times in one season, whether this season or one o f the previous seasons.
1. Watching Survivor is something to do 
when friends come over.
2. Survivor relaxes me.
3. Watching Survivor helps me leam 
things about myself and others.
4. I like to watch Survivor to forget about 
school, work, or other things.
5. I identify with the real people 
in Survivor.
6. I watch Survivor so I can leam how
to do things which I haven’t done before.
7. Survivor amuses me.
8. I feel connected to the real 
people in the Survivor.
9. Watching S w vivo r  passes the time 
away, particularly when I’m bored.
10. Watching Swm'vor is restful.
11. Survivor is thrilling.
12. Survivor gets me away from what I 
am doing.
13. S w vivor  is enjoyable.
14.1 like Survivor because it is 
a real-life drama.
Exactly A lot Somewhat N ot much N ot at
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
( ) ( ) ( ) ( ) ( )
CONTINUED ON NEXT PAGE
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Exactly A lot Som ewhat Not much N ot at all
15. Watching Survivor makes me feel 
less lonely.
16. Watching Survivor allows me 
to unwind
17.1 watch Survivor when there’s no 
one else to talk to or be with.
18. The people in Survivor have a more 
interesting life than I do.
19. I leam about what could happen 
to me from watching Survivor.
20. Watching Survivor is a habit, just 
something to do.
21.1 like to watch Survivor because of the 
real people in the show.
22.1 watch Survivor because it is 
stimulating to watch others.
23. Watching Survivor gives me something 
to talk about with other people
24. Survivor entertains me.
25. S w vivor  gives me something to do to 
occupy my time.
26. Survivor is realistic.
27.1 like to guess what will happen on
Survivor.
2 8 .1 watch Survivor because I like 
to watch other people’s lives.
29. 1 watch Survivor so I can be with other 
members of the family or friends . 
who are watching.
3 0 .1 watch Survivor to get away from the 
rest of the family or others.
( )
Please list any other reasons why you watch Survivor_
CONTINUED ON NEXT PAGE
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PA R T Y
In this section, we would like to know to how you feel about your social skills and social 
activities. Please indicate how much the following items apply to you, from “extremely 
uncharacteristic” o f your social skills and activities to “extremely characteristic” of your 
social skills and activities, by placing an “X” in the appropriate box.
Extremely Somewhat
Uncharacteristic Characteristic
O f Me O f Me
Generally Extremely
Characteristic Characteristic
O f Me O f Me
1. I like to be with people.
2. I find it hard to talk to strangers.
3. I feel tense when I’m talking with 
people I don’t know well.
4. I find people more stimulating than 
anything else.
5. I feel nervous when speaking to 
someone in authority.
6. I am often uncomfortable at parties 
and other social functions.
7. I welcome the opportunity to mix 
socially with people.
8. I have trouble looking someone 
right in the eye.
9. I am more shy with members of 
the opposite sex.
10. When conversing I worry about 
saying something dumb.
11. 1 feel inhibited in social situations.
12.1 prefer working with others rather 
than working alone.
13.1 am socially somewhat awkward.
14. I’d be unhappy if 1 were prevented 
from making many social contacts.
CONTINUED ON NEXT PAGE
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PART VI
In this section, we would like to know to how you feel about your interactions with 
others. Please indicate how much the following items apply to you, from “never” to 
“often” by placing an “X” in the appropriate box.
Never
Applies
Rarely
Applies
Sometimes 
App
1. I feel in tune with the people around me.
2. I lack companionship.
3. There is no one I can turn to.
4. I do not feel alone.
5. I feel part of a group of friends.
6. I have a lot in common with the people 
around me.
7. I am no longer close to anyone.
8. My interests and ideas are not shared by 
those around me.
9. I am an outgoing person.
10. There are people I feel close to.
11.1 feel left out.
12. My social relationships are superficial.
13. No one really knows me well.
14.1 feel isolated from others.
15. 1 can find companionship when I want it.
16. There are people who really understand me.
17.1 am unhappy being so withdrawn.
18. People are around me but not with me.
19. There are people I can talk to.
20. There are people I can turn to.
END. THANK YOU FOR ASSISTING US W
Often
Applies
TH YOUR TIME ON THIS RESEARCH PROJECT.
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APPENDIX II 
AGE, GENDER AND COMMENTS 
(GRATIFICATIONS OBTAINED BY 
REGULAR SURVIVOR VIEWERS)
19 F My Mom loves the show so I watch it with her. So she doesn’t have to watch alone. 
30M It’s a popular show and everyone talks about it. Everyone around me finds the 
show interesting so it makes me watch the show.
35M Swimsuits.
18M I’ve seen it a few times but really don’t like it.
19F Because I think it’s amusing.
23M #29 was the answer for me (so I can he with other members of the family or friends 
who are watching).
43M Tits.
19F I wonder what it would be like if I were on Survivor. If I could really do what the 
people on the show do.
20M I really don’t enjoy Survivor hut I do think that some aspects of the show are 
interesting.
22M Because the girls are somewhat fit.
21M Survivor is the greatest show on TV.
21F It fits on my free time.
19F I like Jeff Probst (the host).
66
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23M I watch Survivor to make fun of the idiots on the show.
20F Entertaining.
21F Mostly I watch when it’s the only thing on TV.
19F Probably because my mom and brother watch it.
20F I like to watch it to see the drama unfold and to see if my favorite people or person 
is still on the island.
19F So I can add my bit to the conversation when my friends are talking about it. (I 
normally just watch the highlights or the end.)
18F Because sometimes there’s nothing else on TV.
19M It’s the only show on at the time that interests me.
35M My wife makes me.
19F To find out what all the fuss was about.
23M Fits the schedule.
20M It’s funny.
21M The challenges -  who fails/succeeds.
22F The guys are hot sometimes.
20M If there is nothing else to watch.
20F Family time.
20F It’s real and wild unexpected events can happen.
20F You get hooked! It becomes quite addicting.
23M Outdoor challenges are intriguing.
20M Fike to see if  people can do different stunts.
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TABLES 
Table 1
Primary Factor Loadings o f  Gratifications Sought by Survivor Viewers
Gratifications Sought Items Gratifications
V/R. Ret. Pass. E n t Info. Socl.
Voyeurism /Real People
Like to watcti other's lives .863 - - -
Like to watch real people .836 - - -
It is stimulating to watch others .784 - - - -
It is a real-life drama .732 - - - -
It is realistic .601 - - -
Identify with the real people in the show .553 - - -
Like to guess what will happen .534 - - -
It makes me feel less lonely .502 - * - -
Something to talk about with others .439 - - -
To learn about what could happen to me .407 - - - -
Relax
It is restful -■ .819 - -
It relaxes me. - .714 - -
It allows me to unwind - .649 - -
To forget about things - .578 - - -
It is thrilling - .459 - - -
To feel less lonely - .459 - - -
To get away from the family or others - .406 - - - -
Note. V/R = Voyeurism /Real People; Rel. = Relax; Pass. = Pass Time; Ent. = Entertain; Info. = Information/Learning; 
Socl. =  Social Interaction
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Table 1 (continued)
Primary Factor Loadings o f  Gratifications Sought by Survivor Viewers
Gratifications Sought Items Gratifications
V/R. Rel. Pass. Enf. Info. Socl.
P a ss Time
To pass the time away .816 - -
For something to do to occupy my time .757 - -
When there’s  no one to talk to or be with .612 - -
It’s  a habit, just something to do .483 - -
To get away from what 1 am doing .426 - -
Entertain
It is amusing .821 -
It is entertaining - - .758 - -
It is enjoyable - - .657 - -
To get away from others - - - -.421 - -
It is thrilling - - - .401 - -
Information/Learning
Learn how to do things 1 haven't done before - - .720 -
To learn about what could happen to me - - - .695 -
The people have a more interesting life - - - .647 -
To help me learn about myself and others - - - .463 -
Social Interaction
To be with friends or family - - - .802
Something to do when friends com e over - - - .672
Something to talk about with others - - - - - .589
To watch other people’s  lives - - - - - .443
Note. y/R =  yoyeurism /Real People; Rel. = Relax; Pass. =  Pass Time; Ent. =  Entertain; Info. =  Information/Learning; 
Socl. = Social Interaction
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Table 2
Primary Factor Loadings o f  Gratifications Obtained by Survivor Viewers
Gratifications Obtained Item s Gratifications Obtained Factors
En/SI lUC V/RP Rel.
Entertain/Social Interaction
It entertains me .812 - - -
It is enjoyable .800 - - -
it am uses me .773 - -
1 like to gu ess what will happen .702 - -
It gives me something to talk about with others .631 - -
It is something to do when friends come over .629 - - -
It is thrilling .614 -
To forget about school, work, or other things .464 - - -
To be with other friends or family who are watching .452 -
It relaxes me .431 - -
To get away from what 1 am doing .429 - -
To occupy my time .401 '
Information/Learning & Companionship
To learn to do things 1 haven’t done before - .797 -
To learn about what could happen to me - .784 -
To learn things about myself and others - .726 - -
1 identify with the people .639 -
It makes me feel less lonely .592 -
To watch other people’s lives - .482 -
The people in the show have a more interesting life than 1 do - .473 -
To watch the real people in the show - .413 -
It is stimulating to watch others - .413 -
Note. En/SI = Entertain/Social Interaction; I L/C = informatlon/Learnlng/Gompanionstiip; V/RP = Voyeurism/Real People; 
Rel. = Relax
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Table 2 (continued)
Primary Factor Loadings o f  Gratitlcations Obtained by Survivor Viewers
Gratifications Obtained Items Gratifications Obtained Factors
En/SI lUC V/RP Ret.
Voyeurism /Real People
It is a real-life drama - .753
To watch the real people in the show - .712
It is realistic - .693
To watch other people’s lives * .595
it Is thrilling - - .543
It is stimulating to watch others - .491
Relax
When there's no one to talk to or be with - .682
It is restful - .643
it allows me to unwind .635
It relaxes me - .609
It makes me feel less lonely - .592
It’s something to do when friends com e over - .484
To get away from what 1 am doing .444
To forget about school, work, or other things - 426
Note. En/SI = Entertain/Social Interaction; I L/C = Information/Learning/Companionship; V/RP = Voyeurism/Real People; 
Rel. = Relax
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
72
Table 3
Factor One Comparison -  Survivor Viewers
Item GS GO
% o f Variance 31.86 40.14
1 like to watch other’s lives .863 -
I like to watch real people .836 -
It is stim ulating to watch others .784 -
It is a real-life drama .732 -
It is realistic .601 -
1 identify with the real people in the show .553 -
I like to guess what will happen .534 .702
It makes me feel less lonely .502 -
It g ives me som ething to talk about with others .439 .631
To leant about what could happen to me .407 -
It entertains me - .812
It is enjoyable - .800
It am uses me - .773
It is som ething to do when friends com e over - .629
It is thrilling - .614
To forget about school, work, or other things - .464
To be with other friends or fam ily who are watching - .452
It relaxes me - .431
To get away from what 1 am doing - .429
To occupy my time - .401
Note. GS = Gratifications Sougfit; GO = Gratifications Obtained.
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Table 4
Factor One Overlap for Reality Programs
Item Sur. Cops Fear Amer. Real Appi App2
% of Variance 31.86 36.75 35.33 36.75 37.91 32.87 9.51
1 like to watch other people’s  lives. .863 .696 .668 .752 .709 - .584
Because of the real people on the show. .836 .723 .703 .772 .769 - .738
It is stimulating to watch others. .784 .531 .483 .642 .558 .489 .552
It Is a real-life drama. .732 .879 .676 .700 .684 - .716
It Is realistic. .601 .669 .654 .726 .672 - .805
1 like to gu ess what will happen. .534 .525 .475 .585 .493 - .469
1 Identify with the real people on the show. .553 .719 .722 .761 .775 - .670
1 feel connected to the real people on the show. .502 .741 .773 .735 .763 - .759
Something to talk about with others. .439 .414 - .407 .430 - -
To learn about what could happen to me. .407 .646 .612 .521 .611 - .427
It helps me learn about myself and others. - .641 .619 .581 .649 - -
To learn how to do things 1 haven’t done. - .606 .573 .538 .591 - -
Have a more Interesting life than 1 do. - .515 .403 .413 - '
It Is thrilling. - .435 .449 .403 .466 .450
It makes me feel less lonely. - - .410 - - -
It gives me something to do to occupy my time. - - - .696 -
It’s a habit, just something to do. - - - - .694 -
P asses the time away, particularly when bored. - - - .681 -
It entertains me. - - - .665 -
To forget about work, school, or other things. - - - .663 -
It am uses me. - - - .651 -
To get away from what 1 am doing. - - - - .638 -
It allows me to unwind. - - - - - .588 -
It is enjoyable. - - - - - .468 .476
It Is restful. - - - - - .449 -
Note: Sur. = Survivor; Fear = Fear Factor; Amer. = American Idol; Real = Real World; Appi = The Apprentice, Factor 1; 
App2 = The Apprentice, Factor 2.
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Table 5
Primary Factor Loadings o f  Shyness Responses
S h yn ess Items Awk. Ner.
1 am more shy with members of the opposite sex .737 -
When conversing, 1 worry about saying something dumb .731 -
1 am socially somewhat socially awkward .682 -
1 have trouble looking som eone In the eye .653 -
1 feel Inhibited in social situations .625 -
1 am often uncomfortable at parties and other social functions .530 -
Nervous
1 feel tense when I'm talking with people 1 don't know well - .874
1 find It hard to talk to strangers - .845
1 feel nervous when speaking to som eone In authority - .646
1 am often uncomfortable at parties and other social functions - .565
Note. Awk. = Awkward; Ner. = Nervous
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Table 6
Primary Factor Loadings o f  Loneliness Responses
Loneliness Item NL Lon. OG WD
There are people 1 can talk to .850 - - -
There are people 1 can turn to .827 - - -
There are people 1 feel close to .645 - - -
There Is no one 1 can turn to .636 - - -
1 can find companionship when 1 want It .620 - - -
1 am no longer close to anyone .528 - - -
1 do not feel alone .497 - - -
There are people who really understand me .473 - - -
1 lack companionship .447 - - -
1 feel isolated from others .413 - - -
Lonely
My social relationships are superficial .706 -
No one really knows me well .695 -
My Interests and Ideas are not shared by those around me .678 -
1 feel Isolated from others .649 -
1 feel left out .607 -
1 am no longer close to anyone .508 -
Outgoing .473
1 feel In tune with the people around me .810
1 have a lot In common with the people around me .727
1 am an outgoing person .608
1 feel part of a group of friends .584
There are people who really understand me .414
Withdrawn
1 am unhappy being so  withdrawn .808
People are around me but not with me .524
1 am an outgoing person .486
1 lack companionship .464
Note. NL = Non-Lonely; Lon. = Lonely; OG = Outgoing; WD = Withdrawn.
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Table 7 
Correlations
H ypo theses Gratifications Sought Gratifications Obtained
H2A & B S h y n e ss  
A w kw ardness
Social Interaction 
r=  .21 (p<.01)
Information/Learning
r = .1 9 (p < .0 5 )
N erv o u sn ess Real People 
r=  .16 (p <.05)
—
H3A& B
Situational L onelin ess Information/Learning 
r=  .2 5 (p < .01)
Information/Learning 
r= .19 (p <.05)
H4A& B
Chronic L onelin ess Entertain 
r=  -,26 (p < .01)
Entertain 
r=  -.26 (p <.01 )
H5A & B 
Sociability Real People 
r = - .2 5  (p<.01)
Information/Learning 
r=  -.28 (p <.01 )
—
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